



















































































































































































































































































































































































































































































































































































































































































【参 考 文 献】
[1] 卫海英，吴帆. 传统品牌与现代品牌生成方式比较[J].
商业时代，2005（3）.
[2] The Point of Connection Social Media Discussion[R].
PRSA 2008 International Conference，2008.


























Abstract：The coordinated development of the service industry and urbanization is of great
significance to the study of city brand construction. Taking Inner Mongolia as an example, the
construction of service industry and urbanization development coordination degree model, respec⁃
tively from the area between the horizontal comparison, two longitudinal evaluation development
time were analyzed. The coordinated development degree of regional horizontal comparison and se⁃
lection of 15 similar provinces including Inner Mongolia, service industry and urbanization level
of the service industry and the new urbanization, regional disparity and the main influence fac⁃
tors. Selecting the 2001-2015 in Inner Mongolia nearly 15 years of service industry and the coor⁃
dinated development of new urbanization development time related data in the empirical study lon⁃
gitudinal evaluation. Discussing the influence of service industry and urbanization on the urban
brand construction in Inner Mongolia, and puting forward some suggestions and countermeasures
for the urban brand construction in Inner Mongolia.
Keywords：Service；Urbanization；Coordination degree；City brand
Research on the construction of Inner Mongolia city brand based on the
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Abstract：With the prevalence of social media，great changes have take place in the mar⁃
keting environment，which forces numerous tradition brands to adjust marketing strategies. This
research is based on the case of the tradition brand named DiaoPai，whose marketing strategy
can be considered successful after the depth interview with 16 married women and the focus
group interview with 16 female college students. The image of Brother Diao is widely acclaimed
among young people，which reversed the stereotypes of consumers. To some extent，it creates a
relatively interesting and fresh image taking a significant step in making the brand younger and
more vigorous. It needs to focus on the problem of acceptability of BrotherDiao's image in the
old consumer groups，moreover， the image of Brother Diao is supposed to be more suitable for
the product properties in the future.
Keywords：DiaoPai；Brother Diao IP；Social media；Traditional brands
The Advantages and Disadvantages of Making Traditional Brands
Vigorous with Social Media
——Taking Brother Diao IP as an Example
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